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Adalah mahasiswa Universitas PGRI Adibuana Surabaya, 
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menyusun skripsi dengan judul “ Pengaruh Brand Awareness 

dan Brand Attitude Terhadap Keputusan Pembelian Produk 

Aqua Di Depo Air Minum Tirta Mulya Ds. Mojowuku Kec. 
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Sdr/i dalam pengisian kuesioner ini, saya ucapkan 

terimakasih. 

 

        Hormat saya, 

 

       Agil Saadatul Umah Saputri 

 

 



KUESONER 

Bagian I : Identitas Responden : 

Berilah tand silang  (X) pada jawaban yang sesuai dengan 

keadaan anda yang sebenarnya. 

a. Jenis kelamin Anda? 

4.1.1. Pria 

4.1.2. Wanita 

 

b. Berapa Usia Anda…. 

 

c. Apa Pendidikan Terakhir Anda? 

a. SMP 

b. SMA 

c. DIPLOMA 

d. Lainnya 

 

Bagian II : PetumjukPengisian Kuesioner : 

1.1.1.1.1.1.1. Pilih salah satu jawaban yang tersedia 

dengan tanda (X). masing-masing jawaban memiliki 

makna sebagai berikut: 

 STS : Sangat Tidak Setuju  diberi sekor 1 

 TS : Tidak Setuju            diberi sekor 2 

 RG : Ragu-ragu            diberi sekor 3 

 S : Setuju             diberi sekor 4 

 SS : Sangat setuju            diberi sekor 5 

          

 

 



PERTANYAAN PENELITIAN 

1. Brand Awareness (x1) 
 

No  Pernyataan  SS S R TS STS 

Recal (Penarikan) 

1 Saya Sangat Tertarik 

Dengan Air Minum 

Produk Aqua Ini Karena 

Kemasannya Ynag Sangat 

Elegant. 

     

2 Saya Lebih Tertarik 

Produk Lain Dari Pada 

Produk Aqua 

     

Recongnition (Pengakuan) 

3 Setelah Saya Melihat Iklan 

Aqua Di Televisi Saya 

Ingin Mencoba Dan Ingin 

Beralih Ke Air Minum 

Produk Aqua. 

     

4 Saya Tidak Suka Produk 

Aqua Yang Kemasan 

Gelas Karena Kurang Enak 

Diminum Rasanya Ada 

Kayak Bau Plasti. 

     

Purchase (Membeli) 



5 Saya Tertarik Dengan 

Produk Aqua Karena 

Harganya Yang Sangat 

Terjangkau. 

     

6 Saya Tidak Membeli 

Produk Aqua Lagi Karena 

Sudah Ada Produk Lain 

Yang Lebih Menyegarkan. 

     

Consumtion (Konsumsi) 

7 Saya Beralih Ke Produk 

Aqua Karna Dengan 

Memiliki Rasa Yang 

Sangant Segar Di Banding 

Produk Lainnya Produk 

Aqua Sangat Digemari 

Oleh Semua Kalangan. 

     

8 Saya Tidak Ingin 

Mengkonsumsi Produk 

Aqua Yang Kemasan 

Gelas Karna Airnya Bau 

Plastik. 

     

 

  Brand Attitude (X2) 
 

No  Pernyataan  SS S R TS STS 



Merek Di Ingaat 

1 Banyak Orang Yang Lain 

Lebih Menginggat Atau 

Menyebut Produk Aqua 

Jika Membeli Air Minum 

Produk Aqua Atau 

Produk Lainnya. 

     

2 Terkadang Saya Lupa 

Dengan Produk Aqua 

Karna Diluaran Banyak 

Sekali Produk Baru Yang 

Lebih Menyegarkan. 

     

Merek Di Sukai 

3 Harga Yang Terjangkau 

Membuat Saya Lebih 

Menyukai Air Merek 

Aqua Ini. 

     

4 Saya Tidak Suka Produk 

Aqua Yang Kemasan 

Gelas Karna Rasanya Bau 

Plastik. 

     

Merek Di Pilih 

5 Merek Produk Aqua 

Banyak Digemari 

Masyarakat Karena 

Harganya Yang Sangat 

     



Terjangkau. 

6 Saya Kurang Suka Produk 

Aqua Karena Kemasannya 

Kurang Menarik Hati. 

     

 
 

1. Keputusan Pembelian (Y) 
 

No  Pernyataan  SS S R TS STS 

Kebudayaan 

1 Produk Aqua Mempunyai 

Program Aqua Menjaga 

Bumi Agar Lingkungan 

Semakin Asri. 

     

2 Bungkus Aqua Yang 

Terbuat Dari Plastik Dan 

Lama Terurai Dengan 

Tanah Yang  Membuat 

Tanah Tidak Subur. 

     

Kelas Sosial 

3 Produk Aqua Dapat 

Dinikmati Oleh Semua 

Golongan Karena 

     



Harganya Yang Sangat 

Terjangkau. 

4 Ada Juga Masyarakat 

Yang Tidak Suka Produk 

Aqua Karena Ada Produk 

Lain Yang Lebih Segar. 

     

Keluarga 

5 Lebih Cocok Diminum 

Dengan Keluarga Karna 

Disetiap Tegukan 

Tersimpan Keharmonisan. 

     

6 .Banyak Anak-Anak Yang 

Tidak Suka Dengan 

Produk Aqua Ynag Gelas 

Karena Rasanya Bau 

Plastik. 

     

Club-Club 

7 Sangat Cocok Dibuat 

Acara Kondangan Atau 

Acara-Acara Lain Karena 

Harganya Yang Tidak 

Mahal 

     

8 Harganya Yang Agak 

Naik Membuat Para Club 

Olah Raga Beralih 

Keproduk Lain Yang 

     



Lebih Murah Dan 

Menyegarkan. 

 
Demikian akhir dari kuesioner ini. Terimakasih atas waktu 

yang telah anda luangkan  

 

 



LAMPIRAN 5 – TABULASI VARIABEL BRAND AWARENESS (X1) 

X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 
Total 

X1 

5 5 5 5 5 5 5 5 40 

4 4 4 4 4 4 5 4 33 

4 5 5 4 4 4 4 3 33 

5 5 5 5 5 5 5 5 40 

5 4 5 4 5 4 3 2 32 

5 3 4 4 2 3 4 3 28 

4 4 4 4 4 4 4 4 32 

4 3 4 5 5 4 2 4 31 

4 4 4 4 4 4 4 4 32 

5 5 5 5 5 5 5 5 40 

3 4 4 2 4 3 5 3 28 

3 3 4 4 4 5 5 3 31 

3 5 3 5 3 4 5 3 31 

5 5 5 4 4 4 4 4 35 



4 5 4 5 4 5 4 5 36 

3 3 5 3 5 3 4 4 30 

5 4 5 4 5 4 5 4 36 

3 4 4 4 5 4 3 4 31 

4 4 4 4 4 4 4 4 32 

3 4 4 4 3 3 4 4 29 

2 2 3 2 2 2 2 2 17 

4 4 4 4 4 4 4 4 32 

4 4 3 4 4 4 4 4 31 

4 4 4 4 4 4 4 4 32 

5 4 4 4 3 4 4 3 31 

4 4 3 4 3 4 3 3 28 

3 3 3 4 3 5 4 2 27 

5 4 5 4 3 5 5 3 34 

3 3 3 3 3 3 3 3 24 

4 3 4 4 4 4 3 3 29 

3 4 4 4 4 4 4 4 31 



4 5 4 4 4 4 5 4 34 

4 3 3 4 4 2 5 3 28 

4 4 4 4 4 4 4 4 32 

5 5 5 5 5 4 5 5 39 

5 4 5 4 4 5 5 5 37 

4 4 3 4 4 3 4 4 30 

4 5 4 4 5 5 4 5 36 

5 5 4 4 4 4 4 4 34 

5 4 4 4 3 4 4 4 32 

3 1 4 3 2 2 2 2 19 

4 5 5 4 5 3 5 4 35 

5 4 4 4 4 4 4 3 32 

5 5 5 5 5 5 5 5 40 

4 4 3 4 4 4 5 4 32 

3 3 3 3 3 3 4 2 24 

4 4 4 4 4 4 4 4 32 

3 3 3 3 2 3 3 3 23 



3 4 4 3 4 4 4 3 29 

3 4 4 4 4 4 3 5 31 

5 5 5 5 5 4 5 4 38 

4 4 4 3 3 3 3 2 26 

5 5 5 5 5 5 5 5 40 

5 5 5 5 5 4 5 5 39 

5 5 5 4 4 4 4 4 35 

4 5 4 1 3 1 1 3 22 

4 4 5 3 3 3 3 2 27 

5 4 4 3 3 3 3 3 28 

4 5 5 4 4 4 4 4 34 

5 4 4 4 5 5 5 5 37 

5 5 5 5 4 4 5 4 37 

4 4 4 4 4 5 4 4 33 

4 4 4 5 5 5 5 5 37 

4 4 5 4 4 4 4 4 33 

5 5 5 4 4 4 4 4 35 



4 4 4 4 4 4 4 4 32 

5 5 5 5 5 5 4 4 38 

4 4 4 4 4 4 4 4 32 

4 4 4 5 5 5 5 5 37 

4 5 5 5 4 4 4 4 35 

3 4 3 4 4 4 4 5 31 

5 5 5 3 4 3 5 4 34 

5 4 4 5 5 5 4 5 37 

4 4 5 4 5 4 4 5 35 

4 4 4 5 5 5 5 5 37 

4 4 4 4 5 5 5 5 36 

5 5 5 5 5 5 5 5 40 

 

 

 

 

 

 



LAMPIRAN 6 – TABULASI VARIABEL BRAND ATTITUDE (X2) 

 

X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 Total X2 

4 4 4 4 4 4 24 

3 1 1 1 3 3 12 

2 3 2 2 3 3 15 

3 3 3 3 3 3 18 

4 4 4 4 3 4 23 

5 5 4 5 5 4 28 

4 4 4 4 4 5 25 

4 4 4 4 4 4 24 

5 5 5 5 5 5 30 

4 4 4 4 4 4 24 

4 4 4 4 4 4 24 

4 4 4 5 4 5 26 

4 4 5 5 4 4 26 

4 4 4 4 3 4 23 



5 5 5 5 5 5 30 

4 5 4 3 4 4 24 

5 5 4 4 4 5 27 

4 4 4 5 2 1 20 

5 5 5 5 4 4 28 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

5 5 5 5 5 5 30 

4 5 4 5 3 5 26 

5 4 5 5 5 5 29 

2 2 2 2 1 1 10 

5 5 5 5 5 5 30 

5 5 5 5 5 4 29 

4 3 3 3 4 3 20 

4 4 4 4 4 4 24 

5 5 5 5 5 5 30 

4 4 4 5 4 5 26 



5 4 5 5 5 5 29 

5 5 4 5 5 4 28 

4 4 4 5 4 5 26 

4 4 5 4 5 4 26 

4 5 4 4 5 4 26 

4 5 4 3 4 5 25 

4 5 4 5 5 5 28 

3 4 5 5 3 4 24 

4 4 4 4 4 5 25 

3 1 2 2 5 5 18 

4 4 5 4 5 4 26 

3 3 5 4 4 4 23 

5 5 5 5 5 3 28 

5 5 5 3 3 5 26 

2 3 2 3 5 4 19 

4 4 4 4 4 4 24 

3 3 3 3 4 4 20 



2 3 3 3 2 2 15 

4 4 3 5 4 5 25 

5 5 4 5 3 3 25 

5 5 3 4 5 5 27 

5 5 5 5 4 3 27 

5 5 5 5 5 4 29 

4 4 4 4 5 5 26 

3 1 1 3 5 4 17 

3 3 3 2 4 5 20 

3 3 3 3 4 4 20 

4 4 4 4 5 5 26 

5 5 5 5 4 4 28 

4 4 5 4 5 5 27 

4 5 4 4 4 4 25 

5 5 5 5 4 4 28 

4 4 4 4 4 5 25 

4 4 4 4 5 5 26 



4 4 4 4 4 4 24 

5 5 4 4 5 5 28 

4 4 4 4 4 4 24 

5 5 5 5 4 4 28 

4 4 4 4 5 5 26 

4 4 4 5 4 3 24 

4 3 5 4 5 5 26 

5 5 4 5 4 4 27 

5 4 4 5 4 5 27 

5 5 5 5 4 4 28 

4 4 5 5 4 5 27 

5 5 5 5 5 5 30 

 

 

 

 

 

 



 

LAMPIRAN 7 – TABULASI VARIABEL KEPUTUSAN PEMBELIAN (Y) 

 

Y1_1 Y1_2 Y2_1 Y2_2 Y3_1 Y3_2 Y4_1 Y4_2 Total Y 

5 5 5 5 5 5 5 5 40 

5 5 4 4 5 3 5 4 35 

4 4 3 4 4 4 3 3 29 

5 5 5 5 5 5 5 5 40 

4 5 3 4 5 4 4 5 34 

2 4 3 4 1 1 1 5 21 

4 4 3 3 3 3 4 4 28 

5 3 3 4 3 4 5 5 32 

4 4 4 4 4 4 4 4 32 

5 5 5 5 5 5 5 5 40 

5 5 4 5 5 5 5 4 38 

4 5 4 5 5 2 4 5 34 

5 3 5 5 3 2 4 4 31 

5 5 5 4 4 4 4 4 35 



4 5 4 5 5 5 4 4 36 

4 4 4 4 5 2 4 5 32 

1 4 4 5 4 4 3 4 29 

5 4 5 5 5 4 5 5 38 

2 1 1 1 1 1 2 1 10 

5 5 5 5 4 3 3 3 33 

2 2 2 2 2 2 2 2 16 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 5 4 33 

4 4 4 4 5 4 5 4 34 

4 4 4 4 4 3 4 4 31 

3 3 3 3 3 3 3 3 24 

5 1 2 4 2 1 3 3 21 

4 4 5 4 4 4 4 4 33 

3 3 3 3 3 3 3 3 24 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 



4 4 4 4 3 4 4 5 32 

4 3 4 3 3 5 4 4 30 

4 4 4 4 5 4 4 4 33 

5 5 4 5 5 4 5 4 37 

5 4 4 4 4 3 5 4 33 

4 4 4 4 4 4 3 3 30 

4 4 4 4 4 3 4 4 31 

4 4 4 4 4 3 4 4 31 

4 4 4 4 4 4 4 5 33 

2 2 3 4 3 3 2 4 23 

5 5 5 5 5 5 5 5 40 

4 4 4 4 4 3 3 4 30 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 3 4 5 34 

2 3 3 3 3 3 3 3 23 

4 3 4 4 4 4 4 4 31 

3 3 3 3 3 2 3 3 23 



2 3 3 2 3 4 3 4 24 

4 4 4 4 4 4 4 4 32 

5 5 5 5 5 5 5 5 40 

4 5 5 4 5 5 4 5 37 

5 5 5 5 5 5 5 5 40 

5 5 4 5 5 4 5 4 37 

5 3 5 3 4 3 5 4 32 

5 3 4 3 4 3 5 4 31 

5 3 4 3 4 3 5 3 30 

4 4 4 3 4 3 5 3 30 

5 4 4 3 4 3 5 3 31 

5 3 4 3 4 3 5 3 30 

5 3 4 3 4 3 4 3 29 

5 3 4 3 4 3 4 3 29 

4 3 4 3 4 3 4 3 28 

4 3 4 3 4 3 4 3 28 

5 3 4 3 4 3 5 3 30 



5 3 4 3 4 3 5 3 30 

4 4 4 3 4 3 5 3 30 

4 4 5 3 4 3 5 4 32 

4 4 5 4 4 3 5 4 33 

4 3 5 4 4 3 5 4 32 

4 3 5 4 4 3 5 4 32 

4 3 5 4 4 3 5 4 32 

4 3 5 4 4 3 5 4 32 

4 3 5 4 4 3 5 4 32 

5 4 5 4 4 3 5 4 34 

4 4 5 5 4 4 4 4 34 

5 5 5 5 5 5 5 5 40 

 

 

 

 

 

 



LAMPIRAN 8 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL BRAND AWARENESS (X1) 

Statistics 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 

N Valid 77 77 77 77 77 77 77 77 

Missin

g 

0 0 0 0 0 0 0 0 

Mean 4.1299 4.1299 4.1948 4.0260 4.0390 3.9740 4.1039 3.8701 

Median 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

Std. Deviation .76693 .78389 .68899 .77755 .83416 .84252 .86731 .90830 

Variance .588 .614 .475 .605 .696 .710 .752 .825 

Minimum 2.00 1.00 3.00 1.00 2.00 1.00 1.00 2.00 

Maximum 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 

Percentil

es 

10 3.0000 3.0000 3.0000 3.0000 3.0000 3.0000 3.0000 2.8000 

20 3.0000 4.0000 4.0000 4.0000 3.0000 3.0000 4.0000 3.0000 

25 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 3.0000 

30 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 3.4000 

40 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

50 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

60 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

70 5.0000 5.0000 5.0000 4.0000 5.0000 4.0000 5.0000 4.0000 

75 5.0000 5.0000 5.0000 4.5000 5.0000 5.0000 5.0000 5.0000 

80 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

90 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

  



X1.1_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 1 1.3 1.3 1.3 

3.00 15 19.5 19.5 20.8 

4.00 34 44.2 44.2 64.9 

5.00 27 35.1 35.1 100.0 

Total 77 100.0 100.0  

 

X1.1_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 1 1.3 1.3 2.6 

3.00 10 13.0 13.0 15.6 

4.00 40 51.9 51.9 67.5 

5.00 25 32.5 32.5 100.0 

Total 77 100.0 100.0  

 

X1.2_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3.00 12 15.6 15.6 15.6 

4.00 38 49.4 49.4 64.9 

5.00 27 35.1 35.1 100.0 

Total 77 100.0 100.0  



 

X1.2_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.6 2.6 3.9 

3.00 10 13.0 13.0 16.9 

4.00 45 58.4 58.4 75.3 

5.00 19 24.7 24.7 100.0 

Total 77 100.0 100.0  

 

X1.3_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 4 5.2 5.2 5.2 

3.00 13 16.9 16.9 22.1 

4.00 36 46.8 46.8 68.8 

5.00 24 31.2 31.2 100.0 

Total 77 100.0 100.0  

 

X1.3_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 3 3.9 3.9 5.2 

3.00 13 16.9 16.9 22.1 

4.00 40 51.9 51.9 74.0 



5.00 20 26.0 26.0 100.0 

Total 77 100.0 100.0  

 

X1.4_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 3 3.9 3.9 5.2 

3.00 10 13.0 13.0 18.2 

4.00 36 46.8 46.8 64.9 

5.00 27 35.1 35.1 100.0 

Total 77 100.0 100.0  

 

X1.4_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2.00 7 9.1 9.1 9.1 

3.00 16 20.8 20.8 29.9 

4.00 34 44.2 44.2 74.0 

5.00 20 26.0 26.0 100.0 

Total 77 100.0 100.0  

 

 

 

  



LAMPIRAN 9 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL BRAND ATTITUDE (X2) 

Statistics 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 

N Valid 77 77 77 77 77 77 

Missin

g 

0 0 0 0 0 0 

Mean 4.1429 4.1299 4.0779 4.1818 4.1818 4.2338 

Median 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

Std. Deviation .82261 .96451 .95650 .94210 .83866 .88698 

Variance .677 .930 .915 .888 .703 .787 

Minimum 2.00 1.00 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 5.00 5.00 

Percentile

s 

10 3.0000 3.0000 3.0000 3.0000 3.0000 3.0000 

20 4.0000 4.0000 4.0000 3.6000 4.0000 4.0000 

25 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

30 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

40 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

50 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 

60 4.0000 4.8000 4.0000 5.0000 4.0000 5.0000 

70 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

75 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

80 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

90 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 

  



X2.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 5.2 5.2 5.2 

3.00 9 11.7 11.7 16.9 

4.00 36 46.8 46.8 63.6 

5.00 28 36.4 36.4 100.0 

Total 77 100.0 100.0  

 

X2.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 3 3.9 3.9 3.9 

2.00 1 1.3 1.3 5.2 

3.00 10 13.0 13.0 18.2 

4.00 32 41.6 41.6 59.7 

5.00 31 40.3 40.3 100.0 

Total 77 100.0 100.0  

 

X2.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 2 2.6 2.6 2.6 

2.00 4 5.2 5.2 7.8 

3.00 8 10.4 10.4 18.2 

4.00 35 45.5 45.5 63.6 



5.00 28 36.4 36.4 100.0 

Total 77 100.0 100.0  

 

X2.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 4 5.2 5.2 6.5 

3.00 10 13.0 13.0 19.5 

4.00 27 35.1 35.1 54.5 

5.00 35 45.5 45.5 100.0 

Total 77 100.0 100.0  

 

X2.3_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.6 2.6 3.9 

3.00 9 11.7 11.7 15.6 

4.00 35 45.5 45.5 61.0 

5.00 30 39.0 39.0 100.0 

Total 77 100.0 100.0  

 

 

 

 

 



X2.3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 2 2.6 2.6 2.6 

2.00 1 1.3 1.3 3.9 

3.00 8 10.4 10.4 14.3 

4.00 32 41.6 41.6 55.8 

5.00 34 44.2 44.2 100.0 

Total 77 100.0 100.0  

  



LAMPIRAN 10 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL KEPUTUSAN PEMBELIAN (Y) 

Statistics 

 Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y1.4_2 

N Valid 77 77 77 77 77 77 77 77 

Missin

g 

0 0 0 0 0 0 0 0 

Mean 4.1429 3.8052 4.0779 3.8961 3.9870 3.4675 4.1818 3.9221 

Median 4.0000 4.0000 4.0000 4.0000 4.0000 3.0000 4.0000 4.0000 

Std. Deviation .91356 .93244 .82344 .85200 .86593 .96769 .91374 .80731 

Variance .835 .869 .678 .726 .750 .936 .835 .652 

Minimum 1.00 1.00 1.00 1.00 1.00 1.00 1.00 1.00 

Maximum 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 

Percentil

es 

10 2.8000 3.0000 3.0000 3.0000 3.0000 2.0000 3.0000 3.0000 

20 4.0000 3.0000 4.0000 3.0000 3.6000 3.0000 3.6000 3.0000 

25 4.0000 3.0000 4.0000 3.0000 4.0000 3.0000 4.0000 3.0000 

30 4.0000 3.0000 4.0000 3.4000 4.0000 3.0000 4.0000 4.0000 

40 4.0000 4.0000 4.0000 4.0000 4.0000 3.0000 4.0000 4.0000 

50 4.0000 4.0000 4.0000 4.0000 4.0000 3.0000 4.0000 4.0000 

60 4.0000 4.0000 4.0000 4.0000 4.0000 4.0000 5.0000 4.0000 

70 5.0000 4.0000 5.0000 4.0000 4.0000 4.0000 5.0000 4.0000 

75 5.0000 4.5000 5.0000 4.5000 5.0000 4.0000 5.0000 4.0000 

80 5.0000 5.0000 5.0000 5.0000 5.0000 4.0000 5.0000 5.0000 

90 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 5.0000 



 

Y1.1_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 6 7.8 7.8 9.1 

3.00 3 3.9 3.9 13.0 

4.00 38 49.4 49.4 62.3 

5.00 29 37.7 37.7 100.0 

Total 77 100.0 100.0  

 

Y1.1_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 2 2.6 2.6 2.6 

2.00 2 2.6 2.6 5.2 

3.00 24 31.2 31.2 36.4 

4.00 30 39.0 39.0 75.3 

5.00 19 24.7 24.7 100.0 

Total 77 100.0 100.0  

 

Y1.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.6 2.6 3.9 



3.00 11 14.3 14.3 18.2 

4.00 39 50.6 50.6 68.8 

5.00 24 31.2 31.2 100.0 

Total 77 100.0 100.0  

 

Y1.2_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 2 2.6 2.6 3.9 

3.00 20 26.0 26.0 29.9 

4.00 35 45.5 45.5 75.3 

5.00 19 24.7 24.7 100.0 

Total 77 100.0 100.0  

 

Y1.3_1 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 2 2.6 2.6 2.6 

2.00 2 2.6 2.6 5.2 

3.00 11 14.3 14.3 19.5 

4.00 42 54.5 54.5 74.0 

5.00 20 26.0 26.0 100.0 

Total 77 100.0 100.0  

 

 



 

Y1.3_2 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 3 3.9 3.9 3.9 

2.00 5 6.5 6.5 10.4 

3.00 34 44.2 44.2 54.5 

4.00 23 29.9 29.9 84.4 

5.00 12 15.6 15.6 100.0 

Total 77 100.0 100.0  

 

Y1.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 3 3.9 3.9 5.2 

3.00 11 14.3 14.3 19.5 

4.00 28 36.4 36.4 55.8 

5.00 34 44.2 44.2 100.0 

Total 77 100.0 100.0  

 

Y1.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1.00 1 1.3 1.3 1.3 

2.00 1 1.3 1.3 2.6 



3.00 19 24.7 24.7 27.3 

4.00 38 49.4 49.4 76.6 

5.00 18 23.4 23.4 100.0 

Total 77 100.0 100.0  

  



LAMPIRAN 11 – HASIL PENGUJIAN RELIABILITAS 

Variabel Brand Awareness (X1) 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

,780 ,915 9 

 
Variabel Brand Attitude (X2) 
 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

,794 ,910 7 

 
Variabel keputusan pembelian (Y) 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

,784 ,927 9 

  



LAMPIRAN 12 – HASIL PENGUJIAN VALIDITAS 

Variabel Brand Awareness (X1) 

Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 X1.4_1 X1.4_2 TotalX1 

X1.1_1 Pearson 

Correlation 

1 ,563
**
 ,599

**
 ,458

**
 ,383

**
 ,372

**
 ,375

**
 ,365

**
 ,677

**
 

Sig. (2-tailed)  ,000 ,000 ,000 ,001 ,001 ,001 ,001 ,000 

N 77 77 77 77 77 77 77 77 77 

X1.1_2 Pearson 

Correlation 

,563
**
 1 ,537

**
 ,426

**
 ,495

**
 ,384

**
 ,444

**
 ,523

**
 ,729

**
 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,001 ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

X1.2_1 Pearson 

Correlation 

,599
**
 ,537

**
 1 ,310

**
 ,490

**
 ,281

*
 ,296

**
 ,335

**
 ,626

**
 

Sig. (2-tailed) ,000 ,000  ,006 ,000 ,013 ,009 ,003 ,000 

N 77 77 77 77 77 77 77 77 77 



X1.2_2 Pearson 

Correlation 

,458
**
 ,426

**
 ,310

**
 1 ,587

**
 ,744

**
 ,562

**
 ,620

**
 ,797

**
 

Sig. (2-tailed) ,000 ,000 ,006  ,000 ,000 ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

X1.3_1 Pearson 

Correlation 

,383
**
 ,495

**
 ,490

**
 ,587

**
 1 ,582

**
 ,504

**
 ,719

**
 ,807

**
 

Sig. (2-tailed) ,001 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

X1.3_2 Pearson 

Correlation 

,372
**
 ,384

**
 ,281

*
 ,744

**
 ,582

**
 1 ,562

**
 ,597

**
 ,771

**
 

Sig. (2-tailed) ,001 ,001 ,013 ,000 ,000  ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

X1.4_1 Pearson 

Correlation 

,375
**
 ,444

**
 ,296

**
 ,562

**
 ,504

**
 ,562

**
 1 ,518

**
 ,728

**
 

Sig. (2-tailed) ,001 ,000 ,009 ,000 ,000 ,000  ,000 ,000 

N 77 77 77 77 77 77 77 77 77 



X1.4_2 Pearson 

Correlation 

,365
**
 ,523

**
 ,335

**
 ,620

**
 ,719

**
 ,597

**
 ,518

**
 1 ,801

**
 

Sig. (2-tailed) ,001 ,000 ,003 ,000 ,000 ,000 ,000  ,000 

N 77 77 77 77 77 77 77 77 77 

TotalX1 Pearson 

Correlation 

,677
**
 ,729

**
 ,626

**
 ,797

**
 ,807

**
 ,771

**
 ,728

**
 ,801

**
 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 77 77 77 77 77 77 77 77 77 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 
 

 

 
  



Variabel Brand Attitude (X2) 

Correlations 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 TotalX2 

X2.1_1 Pearson Correlation 1 ,789
**
 ,705

**
 ,730

**
 ,458

**
 ,386

**
 ,876

**
 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,001 ,000 

N 77 77 77 77 77 77 77 

X2.1_2 Pearson Correlation ,789
**
 1 ,745

**
 ,727

**
 ,279

*
 ,287

*
 ,835

**
 

Sig. (2-tailed) ,000  ,000 ,000 ,014 ,011 ,000 

N 77 77 77 77 77 77 77 

X2.2_1 Pearson Correlation ,705
**
 ,745

**
 1 ,758

**
 ,327

**
 ,319

**
 ,841

**
 

Sig. (2-tailed) ,000 ,000  ,000 ,004 ,005 ,000 

N 77 77 77 77 77 77 77 

X2.2_2 Pearson Correlation ,730
**
 ,727

**
 ,758

**
 1 ,324

**
 ,263

*
 ,829

**
 

Sig. (2-tailed) ,000 ,000 ,000  ,004 ,021 ,000 

N 77 77 77 77 77 77 77 

X2.3_1 Pearson Correlation ,458
**
 ,279

*
 ,327

**
 ,324

**
 1 ,650

**
 ,639

**
 



Sig. (2-tailed) ,000 ,014 ,004 ,004  ,000 ,000 

N 77 77 77 77 77 77 77 

X2.3_2 Pearson Correlation ,386
**
 ,287

*
 ,319

**
 ,263

*
 ,650

**
 1 ,615

**
 

Sig. (2-tailed) ,001 ,011 ,005 ,021 ,000  ,000 

N 77 77 77 77 77 77 77 

TotalX2 Pearson Correlation ,876
**
 ,835

**
 ,841

**
 ,829

**
 ,639

**
 ,615

**
 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  

N 77 77 77 77 77 77 77 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

 

 

 

  



Variabel keputusan pembelian (Y) 

Correlations 

 Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y1.4_2 TotalY 

Y1.1_1 Pearson 

Correlation 

1 ,373
**
 ,545

**
 ,374

**
 ,568

**
 ,310

**
 ,741

**
 ,265

*
 ,683

**
 

Sig. (2-tailed)  ,001 ,000 ,001 ,000 ,006 ,000 ,020 ,000 

N 77 77 77 77 77 77 77 77 77 

Y1.1_2 Pearson 

Correlation 

,373
**
 1 ,534

**
 ,703

**
 ,730

**
 ,627

**
 ,366

**
 ,644

**
 ,810

**
 

Sig. (2-tailed) ,001  ,000 ,000 ,000 ,000 ,001 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

Y1.2_1 Pearson 

Correlation 

,545
**
 ,534

**
 1 ,574

**
 ,666

**
 ,482

**
 ,663

**
 ,524

**
 ,806

**
 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 



Y1.2_2 Pearson 

Correlation 

,374
**
 ,703

**
 ,574

**
 1 ,605

**
 ,507

**
 ,295

**
 ,715

**
 ,769

**
 

Sig. (2-tailed) ,001 ,000 ,000  ,000 ,000 ,009 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

Y1.3_1 Pearson 

Correlation 

,568
**
 ,730

**
 ,666

**
 ,605

**
 1 ,651

**
 ,685

**
 ,507

**
 ,882

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

Y1.3_2 Pearson 

Correlation 

,310
**
 ,627

**
 ,482

**
 ,507

**
 ,651

**
 1 ,423

**
 ,519

**
 ,742

**
 

Sig. (2-tailed) ,006 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 77 77 77 77 77 77 77 77 77 

Y1.4_1 Pearson 

Correlation 

,741
**
 ,366

**
 ,663

**
 ,295

**
 ,685

**
 ,423

**
 1 ,341

**
 ,737

**
 

Sig. (2-tailed) ,000 ,001 ,000 ,009 ,000 ,000  ,002 ,000 

N 77 77 77 77 77 77 77 77 77 



Y1.4_2 Pearson 

Correlation 

,265
*
 ,644

**
 ,524

**
 ,715

**
 ,507

**
 ,519

**
 ,341

**
 1 ,725

**
 

Sig. (2-tailed) ,020 ,000 ,000 ,000 ,000 ,000 ,002  ,000 

N 77 77 77 77 77 77 77 77 77 

TotalY Pearson 

Correlation 

,683
**
 ,810

**
 ,806

**
 ,769

**
 ,882

**
 ,742

**
 ,737

**
 ,725

**
 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 77 77 77 77 77 77 77 77 77 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 



LAMPIRAN 13– HASIL PENGUJIAN NORMALITAS 

KOLMOGOROF SMIRNOV 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 77 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 4.24781936 

Most Extreme Differences Absolute .084 

Positive .084 

Negative -.069 

Test Statistic .084 

Asymp. Sig. (2-tailed) .200
c,d

 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 

  



LAMPIRAN 14– HASIL PENGUJIAN NORMALITAS P-P 

PLOT 

 

 
 

  



LAMPIRAN 15 – HASIL PENGUJIAN HETEROSKEDASTISITAS (UJI GLEJSER) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.339 2.735  1.221 .226 

Brand Awareness -.083 .072 -.136 -1.152 .553 

Brand Attitude .096 .083 .137 1.163 .549 

a. Dependent Variable: absui 

  



LAMPIRAN 16 – UJI HETEROSKEDASTISITAS 

(SCATTERPLOTS) 

 

 
 



LAMPIRAN 17 – HASIL PENGUJIAN AUTOKORELASI 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .624
a
 .390 .373 4.30484 1.955 

a. Predictors: (Constant), Brand Attitude, Brand Awareness 

b. Dependent Variable: Keputusan Pembelian 

  



LAMPIRAN 18 –UJI T, ANALISIS REGRESI DAN MULTIKOLINEARITAS 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardi

zed 

Coefficien

ts 

t Sig. 

Correlations 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Zero-

order Partial Part 

Tolera

nce VIF 

1 (Constant) 12.423 4.013  3.095 .003      

Brand 

Awareness 

.726 .106 .644 6.872 .000 .610 .624 .624 .940 1.063 

Brand 

Attitude 

-.180 .121 -.139 -1.486 .041 .018 -.170 -.135 .940 1.063 

a. Dependent Variable: Keputusan Pembelian 
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LAMPIRAN 19 –UJI F 

 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 875.879 2 437.940 23.632 .000
b
 

Residual 1371.342 74 18.532   

Total 2247.221 76    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Brand Attitude, Brand Awareness 

 
 

 

 


